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Preface

(ID Note:  This document is based upon a workbook for an engagement with a high-tech company developing a website that would support Business-to-Business relationships, through their entire sales cycle.)
This document summarizes the Brand Workshop session led by IBM’s Interactive Design Studio team for Company X in location X on X date.

The following attendees participated in the session:

IBM

Producer, 

Creative Director, 

Art Director, 

Information Designer, 

Content Strategist, 

…

Company X
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Company X Digital Brand Workshop Agenda

· Company X Marketing and Brand Presentation (presented by person X and person Y)

· Open Discussion: review/questions from the Company X Brand presentation

· Brief Overview of IBM’s Digital Branding/Brand Value Matrix Deliverables                and Process 

· Review and Validate Business Objectives

· Introduce Brand Value Matrix drafts 

· Review definition of each component and process of relating them

· Gather Brand Characteristics and Assets 

· Gather Brand Strengths and Weaknesses

· Review and Validate Audience Segmentation

· Identify 

· Prioritize 

· Develop a profile for each

· Establish Value Proposition Company X can offer each group

· Create offerings for each group from Value Propositions

· Review Sales Process
· Create Sales Phase User Matrix
Company X Business Objectives

Following is a list of Company X’s business objectives, including those specifically for Company X Online.

· Transform to an e-business

· Solutions-oriented business

· Create efficiencies and reduce costs 

· Integrate end-to-end systems and processes 

· Improve efficiency in interactions with clients 

· Generate value with customers based on the customer relationship

· Develop loyalty over time with customers by offering full solutions 

· Use the web to accelerate providing customized solutions to the customer

· Establish brand continuity and consistency

· Establish leadership for global e-business strategy/branding within Company X

· Lay firm basis for global e-business strategy
· …

Digital Brand Overview

The following terms represent the core concepts of the digital branding engagement. They are defined within the context of the branding exercises and processes.

The Brand Value Matrix (BVM)

The Brand Value Matrix is the baseline of an IBM e-business Services Digital Branding Engagement. During the various branding exercises, IBM will identify critical ideas and concepts, from which the Matrix will be based. Throughout the branding engagement, these concepts will be validated, and will result in the creation of the BVM. The BVM is comprised of the following:

Cognitive Brand Characteristics

These characteristics provide the style in which the Brand is presented. Cognitive impressions result from the manner (visual, tactile, sensory) in which the Brand has been portrayed.

Associations:  style, appearance, trait, expertise, method, and quality

Emotive Brand Characteristics

Qualities of the Brand that evoke a mood within the individual, that extend to the visual and tangible memory. These characteristics are the emotional responses the Brand is designed to create.

Associations:  tone, timbre, virtue, soul, and inspiration

Brand Assets

Assets are both the tangible and intangible holdings that make up the equity and market position of a company and its Brand.

Strengths/Weaknesses

Perceived strengths and weaknesses associated with the company or the Brand 

are noted in the BVM to help create scenarios to address audience segments with these perceptions.

User

A user is any individual who will interact with the site. Targeted users are determined to be the most important users and therefore, key design decisions are made to accommodate their specific needs or issues.

User Profile

A user profile is a fictional, but representational account of an individual within the targeted user group. The profile is used to create an accurate test case and to create user scenarios.

Highest Value Propositions (HVP)

Once targeted users are identified, Company X   value propositions to that user will be identified, then prioritized.

User Scenarios

Scenarios chart the path that a targeted user would take when engaged in a particular activity or transaction with a site. The user scenario is written independently of functional design, but is used to help guide functional design and testing.

Scenarios are based on the HVPs identified for the target user groups; therefore, the accuracy of HVPs is essential for the successful completion of the scenarios. User scenarios will be created in the next stage of the Digital Branding process.

Company X Brand Characteristics (Cognitive and Emotive)

These characteristics represent the manner in which the Brand is presented, and the mood which the Brand evokes.  

Current Characteristics

· Bullet point 1
· Bullet point 2
· …
Future Characteristics
· Bullet point 1
· Bullet point 2
· …
Dot.com Characteristics

These are the desired perceptions that Company X wants users to take away from their online experience. Though these adjectives were provided to IBM to describe the dot.com project, they are also applicable in describing the user’s (desired) experience of Company X Online.

· Bullet point 1
· Bullet point 2
· …

Company X Brand Assets
Company X’s brand assets are the tangible and intangible holdings that make up its equity and the market position of its Brand.

· Company X.com

· Logo

· Tag line

· …

Company X Brand Strengths & Weaknesses 
Company X’s perceived brand/company strengths and weaknesses are noted in the BVM to help create scenarios that address audience segments with these perceptions.

Brand Strengths

· Bullet point 1
· Bullet point 2
· …
Brand Weaknesses

· Bullet point 1
· Bullet point 2
· …
Audience Segmentation

Company X’s online audience is comprised of customers, as well as an internal groups, such as the sales force.

Customer Groups

Group A
Group
Description
Trend



Growing



Declining



Declining



Declining



Growing



Growing



Possibly growing



Growing

Enterprise – Solutions/Consulting
Verticals

· Industry 1

· Industry 2

· …
Channels

· Channel 1

· Channel 2

· …
Note: There is some overlay between the Verticals and Channels listed above.

Internal Groups

· group a

· group b

· ...
Audience Segmentation

By examining the audience segmentation, specific user characteristics, values, and potential offerings of the future Company X’s site are identified. These attributes will determine the targeted users and their respective value propositions from which to base the user profiles and create scenarios.

Audience Characteristics – High Level Decision Maker/Solution Buyer

· Type A personality

· Male 35-55 years 

· College+ educated

· Degreed in Engineering, Marketing, and Finance

· …

Note:  these demographics do not apply to all website users, particularly the service sector, or those purchasing add-on equipment.

Audience Segmentation

Audience Layers

(ID Note:  Audience layers can be determined before the workshop – they are a general grouping of audience types, roughly based upon business role.  This is relevant to a Business-to-Business customer group.)
· Executive  

(CEO/CIO/CTO/CFO)

· Technical  

(IT Manager)

· Operational 
(System Administrator)

· Political 

(VP, Mission Critical Buyer)

· Influential

(Analyst, Consultant)
Sales Phase Activity by Business Role:

(ID Note:   Because the example company’s scenarios would reflect a sales cycle, we went through the exercise of determining a potential customer’s involvement during the company’s sales phases, by role)
1.  Presales (execute agreement)

2.  Sales (implement agreement)

3.  Post sales (service, MAC, training, upgrade & enhance) 
Customer Group
Small Company

(0 – 50 Employees)
Mid-sized Company (51 – 400 Employees)
Fortune 500 Company

CIO
n/a
1,2
1

CEO
1,2,3
1,2
1

CTO
n/a
1,2
1

CFO
n/a
1,2
1

Analyst
1
1
1

IT Manager
1,2,3
1,2,3
1,2,3

Consultant
1,2
1,(2)
1

VPs – Strategic Mission Critical Buyers
n/a
1
1

Technical Buyer
n/a
1,2,3
2,3,1

Specifier
n/a
1
1

System Administrator
1,2,3
2,3
2,3

Reseller, Distributor, Sales & Service
1,2,3
1,2,3
1,2,3

User Profiles and Highest Value Propositions (HVP)

A user profile is a fictional, but representational account of an individual within the targeted user group. Targeted users are determined to be the most important users and therefore, key design decisions are made to accommodate their specific needs or issues. 

Profiling examines the value and potential offerings (website functionality) targeted 

users desire in order to identify their highest value proposition. The profile is then used to create an accurate test case and user scenarios that satisfy the HVP.

Targeted User: Senior Executive 

The Executive Layer -  CEO, CIO, CTO, CFO
Value

· Visibility to peers






· Pride of ownership

· Limited time, efficiency in business process

· Brand position

· Market leadership

· ,,,
Offerings

· Case Study to showcase Company X/client success

· Profile-driven information services with access to the details behind the service

· Geographic & industry-specific expertise

· …
User’s Value Proposition

· Company X helps me practically realize my vision

· Become educated about Company X  

· Become reassured that Company X is potential partner for me and my company

· …

Company X Value Proposition

· Brand awareness

· Network of referrals

· Marketing information (through case studies)

· $

· …

Targeted User: IT Manager

The Technology Layer 

(Characteristics (demographics) identified apply to this audience type.)

Value

· Be a hero

· Single point of contact

· Help me measure my success

· …

Offerings

· Natural language search

· Active profiling

· Case study references

· Customized job aids (knowledge tools)

· …
User’s Value Proposition

· Company X shows me how to practically realize my company’s vision

· Customization to their channel

· Consulting/product expertise

· …
Company X Value Proposition

· Feedback on Solution offerings

· Strategic and tactical direction (client interaction)

· Brand loyalty 

· …
Targeted User: Operational Management & Maintenance

The Operational Layer (System Administrators & others)

Value

· Easy and quick access to tools, offerings (products), solutions, and support

· Keep operations running smoothly (“Keep my phone from ringing”)

· Streamline tasks

· …

Offerings

· Profile-driven information

· Product configuration & advisor

· Solution advisor

· …
User’s Value Proposition

· Company X enables me to optimize my job performance

· Streamlined applications (tools, solution offerings, support)

· …
Company X Value Proposition

· Know clients better and their needs

· Increase revenue

· Brand loyalty

· …

Targeted User: VPs - Strategic Mission Critical Buyers

The Political Layer 

Value

· Help achieve targets 

· Create visibility among peer group and senior executives

· Empowerment

· …
Offerings

· Solution comparisons

· Market intelligence and analysis

· Sales support & perks

· …
User’s Value Proposition

· Company X helps me realize my vision for my sphere of influence

· Provide solutions to help achieve targets

· Help our customers achieve customer intimacy with their customers (markets)

· …
Company X Value Proposition

· Identification and access to critical influencers

· Publicity

· …
Targeted User: Analysts 

The Influencial Layer (influencing the influencers/decison makers from outside)
Value

· Credibility

· Consistency

· Reliability

· …
Offerings

· Access to reliable information about Company X’ solutions and performance in               a timely manner

· Access to filtered data (password)

· Password protected access to pre-release information

· …
User’s Value Proposition

· Company X enhances and validates my credibility by delivering on promise

· …
Company X Value Proposition

· Increased brand equity by influencing the decision makers and influencers

· …
User Activities

Users would visit the Company X website to engage in the following activities, starting with the customer engagement (pre-sales) phase:

· Generate preliminary quote

· Gather general info (“Who is Company X?”)

· …

· …

Issues 

· How prominent should the Brand be on the website?

· Will the Digital Brand use Company XOnline to represent the new Brand?

· Company X Online  – How are different segments (divisions) sub-branded?

· …

Follow Up Activities

· Profile additional user groups

· Create User Scenarios for each targeted user group

· Identify activities for targeted user group per Core Sales Processes 

· Strategic Planning, Customer Engagement, Order Fulfillment, Offerings, and Applications

· Further explore brand cultural translation for Company X Online


























































































�PAGE \# "'Page: '#'�'"  �Page: 1���Aida, you can strike this whole section – it was relevant to Siemens only and might be confusing to someone else.


�PAGE \# "'Page: '#'�'"  �Page: 1���I’d strike this too – same reason.  Not everyone is going to have as complex a customer group as Siemens and this might be confusing.
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